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基于理论和实践分析，本文以我国沪深 A 股 2013 年年审市场 1588 位签字























With the development of capital market and the separate between ownership and 
management, financial reporting frauds happen from time to time, this speeds up the 
development of the audit industry at the same time. Recent years, the outbreak of a 
series of major financial reporting frauds and audit failure cases destroyed the 
auditing profession’s credibility. Under such environment, in order to build the 
auditing profession into a professional services which can win the public investors’ 
trustworthy, one must pay more attention to independent auditing reputation 
mechanism while improve the level of professional ethics and professional 
competence.  
The United States POCAB Organization and European Union put forward that 
CPAs need to sign on audit report, for they believe that CPAs’ signature is informative. 
According to the DeAngelo’s (1981)[1]definition of audit quality, the auditor 
independence and professional level of individual CPA have a direct impact on audit 
quality. A Large amount of research has proved that personal characteristics of CPAs 
do have significant influences on audit quality. Existed researches about audit 
reputation focused on office-level, and rarely care about individual level. 
Since 1998, certified public accountants industry has been through several 
large-scale merger waves in China. The frequent, unpredictable property changes 
make it difficult for offices to have a stable expectation for the interests of the 
long-term reputation, this causes that the office have no motive to invest in reputation. 
Otherwise, merger wave make the audit quality within a company become more 
variable. 
Based on the theory and practice analysis, we choose 1588 signature CPAs in 
China's Shanghai and Shenzhen Security in year 2013 and 99 CPAs who was 
published by CSRC between 2001 and 2011，and take their customers for sample 
object to test the effectiveness of individual reputation incentive mechanism and 
constraint mechanism. The results show that Individual reputation Incentive 

















customers do not pay more fees for that. Individual Reputation Constraint Mechanism 
works, CSRC punishment causes a fall in CPAs’ customer sum, but the decrease in 
audit fees and negative market reaction isn’t significant.  
According to conclusions and institutional environment, we put forward policy 
suggestions from three aspects: build transmission mechanism of audit reputation, 
improve audit reputation incentive mechanism, and improve the audit reputation 
constraint mechanism. 
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第 1 章 绪论 







所产权结构变动频繁。最近的一次合并浪潮始于 2006 年。2006 年 9 月，中注协
提出“要在 5-10 年的时间，培育 10 家能够提供跨国经营综合性专业服务的国际
化事务所”；财政部在规划中提出扶持大型事务所快速发展；2007 年中注协提出










































































1.4  主要研究发现及创新点 
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2.1.1  审计声誉的激励机制 
目前有关审计声誉激励机制的研究大多采用实证研究方法，研究内容主要有


































别为 23.12%和 7.57%。翁健英（2013）[12]研究了 IPO 审计中审计收费溢价情况，
发现民营公司和国有公司都为发审委员所属会计师事务所支付了显著的溢价审
计费用。 
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